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ABSTRACT 

'-The research and developient process"" in the. 
children's coiiercial television prograaning industry is exacined to 
deteriine possible applications to educational rfesearch and 
developaent. The children's coinercial television industry's research 
and developaent model usually consists of the, following phases: 
research (market analysis); prelimi^ijary developnent ; .marketing; 
product development; production; dissemination; and evaluation. The 
research phase is basically non-empirical^ and 'generally represents 
-an ^assessment cf market demands and network programming needs^ 
Experts on children are sometimes, but not always, consulted* It is 
suggested that: (1) there is a need to research the substance of 
moral and social messages fovert and covert.), and to define the 
attributes of the product Which capture and hold the attention of 
children; (2) ' educational development might benefit from the style of 
management found i*n the children's commercial television industry, in 
which an executive producer, with both technical and managerial 
competence, oversees all phases of development; marketing and 
production; and (3) more emphasis should be placed on assessment of 
market, consumer and interest group wants and needs when determining 
the substance and type of educational products to be developed. 
(Author/HS) 
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The research Ind developr.er.t process in the children's cormercial 
television progra^nLng industry' is^ exa-^iiped to dSterrdne possible appli- 
cations to educational R 5 D. The children's cormercial television ^ 
industr>''s R 5 D nodel consist? of the follovdng phases: research (market 
analysis); preliminar>- deveiopnent; marketing; product development; * - 

production; dissemination; and evaluation. Deviations from the model 
are common. Product research^ consists largely of market analysis £o 
detennine marketable product Attributes. Products are not fully devel- 
oped until a buyer contracts for development. Eirohasis is on short-tenn 
development coHnittment6 . tontiinuity ^d coordination are served by 
participation of an executive producer, vvith ,both technical and managerial 
ccm^etence, in all 'phases of development. 
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RESEARCH AND OEVFLnP'^F?/! • 
I?l CWWRCIAL T|LEVISIOfl PRO>>RAMf'irjG I : 

-"^"-1^'IPLICATIOfiS FOR EDUCATIO': ' 



/ 



r 



•Eit-ARCH AN'O HEVELOPI^ENT IN COKHERCIAL TEIEVISTN PROnRA*"!:^ rj-.;-.pr« 

IMPLICATIOMS,.<i^'R EOliCATION 



The D3oers bresented in this svi^oosiun »ddre<^s the need -fo'" t'^ 
e?7cali^nal ^casearch and development conmunitv to exriore re^p^*'-^ ^ 
dev^'O^r^^t (P & D) model ^employed by other di^cnlin^^*. 7^^ ^r^f-^*-^' 
zdt'ons conducted by ny colleagues, irto the 0 .*ci:i.Le3 V - ' 'd 
'^'^ocess-'m industry, the chenical industry, the tov I'ndustrv and the ^ 
aero-^oace industry, and my study of the childrpo's co"^e*"cial teU.'S^cr- 
industry, were directed at determining which R&D practices couV '^e 
a'.olied or adapts to education. 

I selected commercial television orografning for children as the 
^ocus of this naoer because of the common audience it shares with educa- 
tion. Also, they *each seek to educate and capture the attention that 
audience, althougj?^ their priorities in this regard differ. . 

A summary of the maln^^'ompcrnents of this television industry's 
"model" for research and development wil] be oresented. This will be 
follov/ed by a description of selected attributes of the model. In closing 

conclusions regarding the implications of this inve-Stiqation for education 

— ' » 

will be discussed..'. 

Due to individual variation between studios, networks and production 
conoanies, no one. set of procedures could be labeled as the industry's . 
model of research and development. However, I will identify and outline 
a basic set of research, development and marketing procedures that a 
children's television program^ (non-animated) will generally oo thrb'j^h 
from concept-ion to airing on televisioli, which I will r^^'er ?^ throu^ih-^,. 
out the paper as the/R & D model. The customary flow of these pvents ^ / 
illustrated JDn thg foliowinq page. ' ^ 



0) 




v» 


3 


3 


a 




O 


o 


rf O c* 






3-ta r> 


? 




T 3" o 


S 








. 3 *^ 


PC 



X o c 
■one* 
O -*• r^ 
TO 

ft O 




1 














- 


Q. 


8 


o 




-s -J 






< 








'9 o 


f 


















n 








c 


o 
































































3 







O 0* 




CO 


? 




o o 


c 




■a 








■ T 
O 




i; 




< 


ft 




o 


0* 






3 









o 

TO 

o 















t; 33 




























1 




























CX 







The R i D model of the children's conmercial televisio^'ifKt^^try" 

- ^ ' ' 

^^''^ ^ ' ■ 

essentiaHy consists of the following phases: lH^$eai=^/j iM^rRet ^pal- 

ysis); 2) Prel iminary DeveJopment; 3) Mari^e^^g; 4) Product^^^Top- - 

nent; 5) Production^ 6) Dissemination;* 7) .^^luatiop^'^^ Each vor^forirr* 

that is produced does not necessarily 90 through ^^ach\pJ35^ that 'is 

listed nor does developrient alwayi proceed in ^Te'^serjuence indicated. 

The Research phase- is basically non-je?.plri<:3l and generally repre^ 

sents an assessment of market demands a^d network progra^iijg needs. 

Attention is focuse?} on a) networJ^ -bleeds for competitive programing; 

y ^ 

b) interests of^ the target population;- c) sponsor demands, such as widen-, 
ing the age range of the audience and* enhancing thfe imape of their product; 
and d) an analysis of public demands, for things such a^less violence, in'- 
creased educational emphases , .and mo^e moral implications. Research in 
children's commercial television programming tends to, be decision-oriented 
rather than conclusion-oriented. Empirical, conclusion-orieHted'r^search • 
may be conducted, on a small scale, to e^camine the issue of animated ver'sus 
non-animated programming. 

Depending upon the type of t^T^Vision program to be developed and • 
the particular organizatforj conducting the development activity, experts 
s[k:4i ii.s psychologist! and educators may b^. consulted during this phase fo 
recommend possible program themes. They may also be asked to sugqest ways 
of effectively/ conveying th.e theme. 

The second phase 'generally consists of the prel ini nary, development 
of an idea for a television program or series, the idea often being an ' 
outgrowth of .the research acti>^ties. An outline summarizing the story- 
line, the main idea, the characters, and educational or moral implications, 
if any, is developed at this time by staff writers or independent writers. 

.. 6 
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U-^Jie- vfr4ter Is unknown and /has few-credits, a* nore detailed, outi tp^ or 
_» .. .* « 

the actual script may be required. Also, during this chase, the develoo- 
ment and production budget "4$ estimated,. r/^'-^ V---^'"^*''^"''^ 

the idea to one of the networics- the' idea ^wy^f.ixst h^ve^to be sold to* 

Pr^?^.tIoj\ dcompany if the producer is er.cloyed by (Jne. (S)he 
nav byoass both the studio and the networks bv selling the idea directly 
.to a sponsor who will then sell the network ch^ the idea, Thij.wauld- r "'**' 
^f^5(^uTre ^fSt t^-executl^^ contact with a sponsor. Occa- 

sionally a more detailed outline, called a treatment, will have to be . . 
ivritten before a network will;- buy it. Studios and d^yel.opment rorfipanies 
nay also begin to consider opportunities for \gther ;mSrketing ventures 
such as games, dolls, to^s, t-shiVts, etc-- Mar^et,ing is the overriding 

concern during the entir^^R & 0 ^oce^s. 

^^'^^^ 

Up to this point, little money has been spent, Oevelopnent does, not, 

« 

proceed until the idisa is sold to a network vho then brovides the finan- 
cing for the development. Therefore, if an idea-'is^ot sold, costs will 

be. minimal* ^ ^ - — ' 

If* the network buys the idea, it usually does so in the form of a 
13-16 week program package, usually representing a -program series. V/hen 
the program is sold,' development begins* The executive producer will' then 
sign a director,, gather a production crew, hire any other needed personnel , 
including a producer or assistant producer, and obtain any technical ad- 
vice that njight be required. The writers now complete a first draft of 
the script. Since the primary 'goal is to "capture and hold the attention . 

of a wide "variety of children, a basic formula for v/riting these scripts 

* 

includes making them action-orient.ed with an animal in the cast. Consultants 

. ' ' (3)* - 



(Dsychbloqists, educators, am>a1 trainers, etc.) rav he a^ked to f^evew * 
the first draft to determine if the subject ma'tter is treated ccrectlv ' 
.^nd apDropriately- Any suggestions that they provide nav or nav not 
imprleniented ^ depending upon the judgment of the executive produc^^^ and 
son^etin^es the writers. , Although. I have indicated that expert or^^nion nav 
be sol ici ted "during the preliminary development phase, if nay not be 
sought untit now and scwnetimes it is not sounht-at all. 
^ ■ "Before production begins, the first draft of t^e script nust be sub- 
^mftted to the network for approval andVor recorrmend^ions for ctTange* 

If revisions are requested, the script is rewritten or si inhtly*nodif ied 
' And resubmitted for approval. This process continues until the scriot is 
disapproved. Approval signals the activation of the production phase. 
Space* equipment and costumes are rented, the cast is selected ^.^hd pro- 
duction meetings are held. The prdgran is .then filmed or taped over^a ^ 
period of approximately three to five days- Each shovy in a package nust 
go through the above development and production procedures- 

After the show is produced, it is aired on network television where ^ 
•it is evaluated In terms of its Nielsen ratings. If the ratings Sre high, 
the networi< ' wi 1 1 probably decide to buy another 13-16 week program pack- 
age and may consider rerunning the previous package. If a special receives 
high ratings, it:may be decided to develop it into a series. Low ratings 
usually mean cancellation of the show after the 13-16 week package has 
» been aired. Although a show may be cancelled early in the season, the 
entire pacjcage that was purchased is broadcasted. 

Several attributes of the model were selected for analysis: Develop- 
ment and Production personnel include: an executive producer who na'nages 
and oversees the entire project, writers, technical advisors, a production. 



manager, a director, a proSuction cfew^wardrobe, Jiqhtino, sets, nakeuD, 

i ' • 

etc.) and a east, - All , are fairly welV differentiated in terns of sM'lls. 

Trai/iing gei^erglly. takes ^lace on,t\^f/^pb or An an applied setting. 

Talent and/ ex^serience are the b^ic'.^t'Hteria for enploynent. 

desired, outcomes ar^ U5ua^iy J^^cified prior to develoorent and they 

are generally .dear cui'; Outconies suc1i as hi%h ratings, higher sales for 

the sponsor, and series ^renewal. for the development organization are* quan 

tifiabl^ and therefofe success in achieving these goals can be measured. 

*K the pfopM Ts^?psigned to impart ^nof^al messages such' as "thou shalt 

rv)t vS'teal 5. lie, cheat, etc." this is also specified prior to development, 

but no* criteria are established to determine if. and how these messages 

a^e'rece^v€Ki 'and interpreted.' . . ' 

.^here is a recognized technology which supports the technical a^peyt 

of^oroduction; and there are general guidelines for the writing phase. 

^ ' ♦ 

However, research and development in the children's commerc-ial televfsion 

industry generally la.cks a scientific, base. Professional judgment is 
m%t often based on intliitjol^ and past experience which also influences 
the an#ly$i.i of survey data and. ratings. ^ ^ ' 

, Progratnming al teripatives are considered over time in relation to de- 
/frtands -ah ,t^?e system arid reactions gratings) to products dissenina.ted. 
.This is especially true since* the system is so competitive. For example, 
ratfter than trying to "revise a' show that has been c^ancell^ed^ new ^alter- 
native ^ideas' are cqnsidered for marketing.^ 

Tl^gre is some formative evaluation of the product, but it .does not 
involve pilot or fiqld testing of the product on a sample of the target 
popula1:ion. ^Occasionally, a, program is pilot tested by S network but 
this is to gather 'statistics that might be needed to sell ^.program to a 



'soonsor. Formative evaluation is basically an informal process which re- 
lies on the intuition, experiences and opinions of writers, producers, 
sponsors, and studio and network executives. 

Sunmative evaluation is conducted via the Nielsen rating which serves 
as field test data for the product. Based on these ratim^s, decisions 
are nade-to either cancel a series, buy another oackage and/or show reruns 
and in the case of a special, to develop a new series. 

-Unfortunately^ there is little or no empirical research conducted to 
(determine possible negative^side effects or unanticipated outcomes of pro- 
grams disseminated. 

'. The analysis of the R & D practices employed- by at least the seqinent 
of the children's cormercial television industryvinvestigated , provides 
several implications for education. . « ~ ' 

First, several research issues are .in. need of attention.^ Since their 
effect on the socialization process is so great, both the television in; 
dustrv and the educational R&D conwunity must commit more resource.s to 
evaluating the impact of their .products on children and SQciety. Research 
also needs to be conducted into the substance of the moral and social mes- 
sages (ovent and covert) actually being transmitted bv products:^ '\lso, 
those attributes of a product which capture and hold the attent^ion of dif- 
ferent types of children need to be better defined.^ ^ 

• Second, educational development might benefit fro-^ the style of ma.n- 
anement found in the children'.s commercial lei evis?^ 'industry. . Contin- 
uity and coordination i"s well served by having an executive producer; with 
nianaqerial, marketing, and technical comoetence overseeino al-1 phase* of 
development, marketing and production. (S)he is a decision-ir^Jiker wi th a 
broad perspective. - .1 a 

^ • . • '(6) ' * 



Third, more empfiasis should be placed on assessment of nark^^.t, con- 
suner anj^Jnterest group wants and needs when determining the substance 
and tyoe of educational oroduqt to be developed. This could result in a 
more -efficient use of scarce resources and a wide*^: ranoe cif 'effective 
products. Short-term commitments to alternative ideas for product*-^ in 
the initial stages of development might facilitate this end as well. 

Finally, there is a need to better operational ize the skill and know- 
Tedge competencies required of various educational R&D per-sonnel * ♦ 
for use in determining criteria for employment and for establishing train- 
ing objectives. Training would probab'ly be enhanced if it were conducted 
at l^ast partially in an applied setting.^ ' 

The description of th^ R &*^D practices employed by the children's 
commercial television industry contained in this paper, was derived from 
an investigation of onlj^ a small portion of that industry's R&D cgmmun- 
.ity. Since the purpose of this paper was to discover the implications 
for education, of another discipi-ine's R&D practices, not to provide 
a complete and comprehensive account of those R&D practices^ there may 
be exceptions to. the model ^that has been described. 
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